In recent years, yaoi has been increasingly popular among youth interested in Japanese media such as anime and manga. Yaoi is defined as commercial and fan-created media that thematically focus on the romantic love between two men, often in a sexually explicit way. Despite the widespread popularity of this Japanese subgenre, there is a lack of empirical studies on the motives for consuming yaoi media that analyze the full range of motives using reliable research methods. The present study aimed to explore and operationalize the motives for yaoi media consumption based on previous qualitative research (Pagliassotti, 2008) . Using an online survey, 724 yaoi consumers (58% male; M age = 30.1 years, SD = 10.4) completed the Yaoi Consumption Motives Questionnaire (YCMQ). According to confirmatory factor analyses, the bi-factor model of nine motives yielded closer fit to the data than the theoretically proposed, first-order ten-factor model and a second-order nine-factor model. The nine-factor YCMQ demonstrated strong psychometric properties in terms of factor structure, internal consistency, and measurement invariance. These results indicate that the 31-item YCMQ is an appropriate instrument to assess individuals' motives for consuming yaoi media.
Introduction
Japanese media (e.g., anime, manga) have been increasingly popular over the past two decades in the United States and several European countries [1] . Corresponding with this expansion, yaoi materials have attracted increasingly widespread interest among young women. Yaoi and boys' love (BL) are umbrella terms for commercial and fan-created Japanese media (e.g., anime, comics, short stories, and artwork) that portray the romantic and erotic love between two men [1, 2] . Although yaoi is primarily targeted at young, heterosexual women, previous studies have found that bisexual and homosexual male and female enthusiasts also account for a considerable proportion of yaoi viewers/readers [3] . Yaoi viewers and readers often discuss original yaoi products and distribute fan-created yaoi materials in large online fan groups [4] . According to a recent survey conducted by the Yano Research Institute, the yaoi market a1111111111 a1111111111 a1111111111 a1111111111 a1111111111
Pagliassotti [12, 13] conducted one of the earliest surveys on yaoi viewing/ reading motives of Anglophone yaoi consumers outside of Japan. According to the results of her qualitative research, ten distinct motive dimensions could be identified. The first, "Pure" love without gender dimension refers to a motive to view/read romantic contents in which gender differences are not present. The Pro-gay attitude/forbidden & transgressive love dimension represents a motive to view/read materials that portray a positive picture of homosexual men. Identification/self-analysis refers to yaoi viewers' and readers' motive to better understand their own feelings and dilemmas. The Melodramatic/emotional elements dimension represents a motive to experience intense emotions. Dislike for standard romances/shoujo reflects a motive to avoid heterosexual romance stories (e.g., shoujo) due to their often one-dimensional female characters and 'boring' narratives. A female-oriented romantic/erotic genre dimension refers to a motive to consume yaoi because it caters to women's narrative preferences. Pure escapism/lack of reality reflects a motive to escape daily life. Art and aesthetics represents a motive to view/ read yaoi for its distinctive graphic style. The Pure entertainment dimension refers to a motive of seeking relaxation and entertainment. Finally, Arousing/sexually titillating reflects a motive of seeking sexually arousing content.
These diverse motivations for consuming yaoi may be complicated by cultural and legal differences between various countries that affect the context in which yaoi is consumed. For example, female readers may consume yaoi as part of their rejection of or resistance to conservative patriarchal or parental norms about sex and gender [5, 14, 15] -as might some male readers [16] . In other cultures, fans may read yaoi as a way of affirming and/or participating in gay rights communities [13, 17] , rejecting gender binarism [18] , or enjoying romance narratives that avoid problematic female stereotypes [19] .
In addition, a nation's laws may determine which kinds of yaoi are legally available to consumers in any particular country, further affecting consumers' motivations to read the works. For example, licensed Japanese yaoi in the United States are chosen and edited to avoid legal or social condemnation [20] while yaoi consumers in Australia risk arrest if they choose to read manga or watch anime about characters who appear to be under the age of sexual consent [21] . Yaoi creators and consumers face social and/or legal pressures in Indonesia [22] , Taiwan [23] , and China [14, 15] . Consumers' motives for consuming a medium that is highly regulated or even illegal are likely to differ in some respects from the motives of those who can consume the medium without taking any legal risk.
Recently, Chou [24] conducted a qualitative survey on Taiwanese yaoi readers and found that female readers are motivated to challenge social taboos, experience freedom from gender constraints, and enjoy incorporating traditional gender norms into homosexual love stories while reading or creating yaoi. Similarly, Lilja and Wasshede [18] found that Swedish yaoi readers expressed an interest in yaoi materials for their portrayal of gender equality and their sexually arousing aspects. Zhang [14] investigated young female Chinese yaoi enthusiasts' motives and found that challenging traditional gender constructs, escapism, voyeurism, and aesthetics are the most attractive features of yaoi media for women. Nagaike [16] analyzed the motives of male heterosexual yaoi enthusiasts and concluded that male viewers/readers wish to identify with feminized male characters in narratives that deconstruct the social paradigms of masculinity, thus gaining a deeper understanding of their own dilemmas relating to gender conventions.
However, despite offering insight into the yaoi consumption motives of culturally diverse viewers/readers, most of these studies did not test their assertions quantitatively and did not use methods that could provide future researchers with an accurate and reliable assessment instrument. Furthermore, the majority of previous studies have focused specifically on yaoi manga reading motives instead of exploring yaoi media consumption motives comprehensively.
Therefore, the present study aimed to explore the motivational background of yaoi media consumption. Drawing on the comprehensive motivational framework suggested by Pagliassotti [13] , the primary goal of the present investigation was to identify the range of motivational factors prompting yaoi media consumption. The secondary aim of this study was to operationalize these dimensions, develop a scale to assess the identified factors, and analyze the psychometric properties of the constructed assessment instrument.
Materials and methods

Participants and procedure
Data collection was carried out using an online survey focusing on sexual behaviors and pornography consumption habits. A call for voluntary participation was advertised on one of the most visited Hungarian news websites (444.hu). As an incentive, two tablets were raffled off among all participants who completed the online survey. Before completing the questionnaire, participants were informed about the study's aims and were asked to provide informed consent by ticking a box if they were over 18 years old and agreed to participate in the survey.
A total of 24,372 participants (68.52% male, M age = 33.45 years, SD = 11.36) started to complete the questionnaire. In accordance with the object of the present study, further data analysis was conducted on a sample of participants who read or viewed yaoi within the past year (4.42% of the total sample). Participants who did not complete the yaoi motives questionnaire (19.94% of the yaoi viewer subsample), provided inconsistent answers (1.21%), or gave the same response consistently to each questionnaire item (11.69%) were excluded from the analysis. Therefore, the final sample comprised 724 participants aged 18-73 years (58.01% male; M age = 30.09 years, SD = 10.42). Less than half of the participants reported being heterosexual (43.23%); 20.30% reported being heterosexual with homosexuality to some extent; 13.54% reported being bisexual, 4.01% reported being homosexual with heterosexuality to some extent, 14.09% reported being homosexual, 0.28% reported being asexual, 2.76% reported being unsure about their sexual orientation, and 1.80% indicated 'other'.
Measures
Data regarding major demographic characteristics (gender, age, and sexual orientation) were collected. In further analysis, sexual orientation was dichotomized in the following way: 0 = self-reported heterosexuals and heterosexuals with homosexuality to some extent (i.e., 'heterosexuals') (n = 460; 53.91% male); 1 = self-reported bisexuals, homosexuals with heterosexuality to some extent, homosexuals, asexuals, and those participants who reported being unsure about their sexual orientation, or used the 'other' category to describe their sexual preferences (i.e., 'non-heterosexuals') (n = 264; 65.15% male).
Participants read a definition of yaoi based on a description by Welker [1] :"Yaoi (also known as Boys' Love [BL] ) comprise Japanese media (e.g., anime, manga) that are centered on romantic or sexual relationship between men." Participants who responded positively to the question of whether they had viewed/read yaoi within the past year were also asked to indicate the frequency of their yaoi viewing/reading and related creative activities (i.e., writing stories, drawing artwork, making videos); their age at first exposure to this genre, and their motives for these activities. The yaoi viewing/reading and creating variables were dichotomized in the following way: 1 = rare yaoi viewing/reading or creating (i.e., viewed/read or created yaoi 1-11 times in the past year), and 2 = frequent yaoi viewing/reading or creating (i.e., viewed/read or created yaoi at least monthly in the past year).
Item construction
The aim of the present study was to explore the underlying motives for yaoi media consumption. To achieve this goal, a multidimensional instrument was developed that assesses yaoi viewing/reading motives. Based on the ten motivational dimensions identified by Pagliassotti [13] in her qualitative research, three or four items were constructed per factor, resulting in a 31-item pool. The statements were created to reflect the content of the original responses in the report of Pagliassotti [13] as closely as possible. The most typical responses were considered as the basis of selection.
Participants were asked to indicate to what extent each of the 31 statements was characteristic of them ("I view/read yaoi. . .") on a five-point Likert scale (ranging from 1 = very uncharacteristic of me to 5 = very characteristic of me). The ten motivational dimensions, based on the findings of Pagliassotti [13] , were as follows: "Pure" love without gender (three items; e.g., "because the partners are equal in it"), Pro-gay attitude/forbidden & transgressive love (three items; e.g., "because gay men have equal rights in it"), Identification/self-analysis (three items; e.g., "because it gives me an opportunity to better understand my feelings"), Melodramatic/ emotional elements (three items; e.g., "because it evokes deep emotions in me"), Dislike for standard romances/shoujo (three items; e.g., "because heterosexual romance is boring"), A female-oriented romantic/erotic genre (four items; e.g., "because it expresses erotica in a way that is more enjoyable for women"), Pure escapism/lack of reality (three items; e.g., "because I can temporarily escape from reality"), Art and aesthetics (three items; e.g., "because it is aesthetic"), Pure entertainment (three items; e.g., "because it is entertaining"), Arousing/sexually titillating (three items; e.g., "because sex between men is arousing for me").
Statistical analysis
Descriptive statistics were explored using IBM SPSS version 22.0 (IBM SPSS Inc., Chicago, Illinois). Effect size indices (Cohen's d) were calculated with 0.1 being interpreted as a small effect, 0.3 as a medium effect, and 0.5 as a large effect [25] .
To test the hypothesized ten-factor structure of the constructed scale, confirmatory factor analysis (CFA) was performed with Mplus 8.0 [26] using a weighted least squares mean-and variance-adjusted estimator (WLSMV) within a structural equation modeling (SEM) framework. Items were treated as ordinal indicators due to severe floor effect in some items and serious deviation from normal distribution in the responses. For the CFA, the following fit indices were used to evaluate the goodness of fit of the tested model [27, 28] : the Comparative Fit Index (CFI; ! 0.95 for good, ! 0.90 for acceptable), the Tucker-Lewis index (TLI; ! 0.95 for good, ! 0.90 for acceptable), and the Root-Mean-Square Error of Approximation (RMSEA; 0.06 for good, 0.08 for acceptable), with its 90% confidence interval. Internal consistency was assessed using Cronbach's alpha, with values above 0.70 being interpreted as acceptable and values above 0.80 being interpreted as good [29] .
Besides the first-order model of primary factors, two higher-order constructs were tested: a second-order model and a bi-factor model. Acknowledging the high correlations among primary factors, the second-order model served to offer explanation for the inter-factor correlations.
Estimating a bi-factor measurement structure alongside a second-order model has been proposed as an effective approach to exploring construct-relevant multidimensionality [30] . The bi-factor measurement model allows for the indicators of motives to load on an overall primary factor (e.g., a general preference for the yaoi genre) and to have a secondary loading on specific motive dimensions. The general specification of a bi-factor model requires that the specific factors correlate neither with each other nor with the general factor. Therefore, correlations between specific factors and the general factor were fixed to zero [31] . In order to compare the two higher-order models, a DIFFTEST procedure (implemented in Mplus) was performed, which allows for the comparison between nested models with ordinary indicators [26] .
To ensure that group comparisons are meaningful when investigating differences between men and women, heterosexuals and non-heterosexuals in yaoi consumption motives, measurement invariance of the retrained bi-factor model was tested across gender and sexual orientation with the convenience feature of Mplus using delta parameterization [26] . Thus, several multigroup CFAs were performed [32] [33] [34] . In the first step, two separate models were estimated freely for male and female and heterosexual and non-heterosexual participants. Subsequently, configural invariance was tested in which factor loadings and thresholds were free across groups, scale factors were fixed at one in all groups, and factor means were fixed at zero in all groups. In the next step, metric invariance (i.e., invariance of factor loadings) was investigated in most studies. However, when analyzing categorical outcomes in an invariance framework in Mplus, thresholds and factor loadings must be freed or constrained, which cannot be applied to a test of metric invariance. Therefore, after the configural model, scalar invariance was tested in which factor loadings and thresholds were constrained to be equal across groups, scale factors were fixed atone in one group and held free in the other groups, and factor means were fixed at zero in one group and were freed in the other groups. When comparing the increasingly constrained models, relative change in the fit indices (i.e., ΔCFI and ΔRMSEA) was also examined. The following fit indices were used when comparing the increasingly constrained models [35] [36] [37] : ΔCFI 0.010; ΔTLI 0.010; and ΔRMSEA 0.015.
In the final step, a multiple indicators multiple causes (MIMIC) confirmatory factor analysis was conducted on the retained bi-factor model to investigate the associations between yaoi motives, gender, age, and sexual orientation. MIMIC models allow estimation of the effect of indicators on latent variables while controlling for the direct effect of grouping variables on latent constructs. In the present study, the MIMIC model incorporates the yaoi motive dimensions as latent factors and the respective items as indicators of latent variables. This part of the model is equivalent to a confirmatory factor analysis. However, the model is complemented with exogenous variables (i.e., gender, age, and sexual orientation) in the present study, which allows for the investigation of motivational differences across gender, age, and sexual orientation.
Ethics
This study was approved by the Institutional Review Board of ELTE Eötvös Loránd University and was carried out in accordance with the Declaration of Helsinki. All participants were informed about the aim of the study and provided written consent before completing the questionnaire.
Results
Descriptive statistics
The majority of participants (71.13%) reported viewing/reading yaoi occasionally during the past year, whereas 28.87% viewed/read yaoi monthly or more frequently (see Table 1 ). Using χ 2 tests, it was found that frequent yaoi viewers/readers were more likely to be female than male (32.9% vs. 26.0%, χ 2 (1) = 4.14; p = 0.05; Phi = 0.08). Likewise, the proportion of frequent yaoi viewers/readers was higher among non-heterosexuals than among heterosexuals (36.4% vs. 24.6%, χ 2 (1) = 11.37; p = 0.001; Phi = 0.13). The frequency of yaoi viewing/reading decreased with age (r = -0.14; p < 0.001).
In the present sample, the vast majority of participants (87.71%) did not create yaoi materials in the past year, and a considerable proportion of participants who engaged in yaoi-related creative activities created yaoi materials relatively rarely (see Table 1 for details).
The average age of participants at their first exposure to yaoi was 13.77 years (SD = 7.82). Female participants were introduced to yaoi at younger ages (M = 12.01, SD = 5.98) than male participants (M = 15.04, SD = 8.70) (t(699) = 5.47; p < 0.001; d = 0.39). The effect size was medium. However, there was no significant difference in the mean age at first exposure to yaoi between heterosexuals (M = 14.04, SD = 8.21) and non-heterosexuals (M = 13.31, SD = 7.08) (t(700) = 1.20; p = 0.23).
Measurement models of the Yaoi Consumption Motives Questionnaire (YCMQ)
Confirmatory factor analysis (CFA). Confirmatory factor analysis was performed on the original 31-item pool applying the theoretically grounded ten-factor model (N = 724). The fit indices showed an adequate fit to the data (χ 2 = 1823.38; df = 389; p < 0.001; CFI = 0.957; TLI = 0.948; RMSEA = 0.071 [0.068-0.075]). Factor loadings and descriptive statistics are presented in Table 2 . Correlations between latent factors were generally high (Mean r = 0.69; max r = 0.93 min r = 0.34), indicating the possibility of a higher-order factor structure. The strongest association was observed between the "Pure" love without gender and the Pro-gay attitude/forbidden & transgressive love (r = 0.93; p < 0.001) factors. As a result of this extremely high correlation, "Pure" love without gender and Pro-gay attitude/forbidden & transgressive love motive dimensions were merged into one factor called "Pure" love without gender and pro-gay attitude. Therefore, nine motive factors were analyzed in the subsequent test of second-order and bi-factor models. Similarly strong correlations were found between Melodramatic/emotional elements and "Pure" love without gender (r = 0.86; p < 0.001), and Pure entertainment and Art and aesthetics (r = 0.87; p < 0.001).
The second-order model. In order to seek explanation for the high correlations among all motive factors, two higher-order factor models were also estimated: a second-order model with one second-order factor and a bi-factor model that specifies both a single common factor and nine specific factors. The second order/general factor served to provide explanation for the high correlations between primary factors. This secondary factor (in which all motive The bi-factor model. In addition to the second-order model, the impact of general attitude factor was estimated on each item. More specifically, the bi-factor measurement model allowed the indicators of motives to load on an overall primary factor (i.e., the general factor of preference for the yaoi genre) and to have a secondary loading on the specific motive dimensions. As the general specification of a bi-factor model requires that the specific factors correlate neither with each other nor with the general factor [30] , test of the bi-factor model was performed without allowing the covariance among specific factors. The degree of model fit was adequate (χ 2 = 1955.1; df = 403; p < 0.001; CFI = 0.953; TLI = 0.946; RMSEA = 0.073
[0.070-0.076]). In comparison with the second-order factor model, the bi-factor model yielded a closer fit to the data (Δχ 2 = 262.9, Δdf = 22, p < 0.001).
Standardized factor loadings of this bi-factor model are presented in Table 2 . All items loaded on the general factor with salient loadings (> 0.34, mean of loadings = 0.71 SD = 0.11). On the specific factors, loadings were much more varied (between 0.20 and 0.76). The bi-factor model is presented in Fig 1. Relevant reliability indices including explained common variance, omega, omega hierarchical, and H index of the general and specific factors were also estimated. Omega values (ranging The column of CFA 1 represents factor loadings yielded in the preliminary CFA conducted on the original ten motive factors, whereas the column of CFA 2 represents factor loadings yielded in the investigation of the final, nine-factor structure of the YMCQ. In the bifactor model correlations among specific factors as well as between general and specific factors were fixed to zero. ECV indicates the proportion of common variance explained by the target construct. Ω (omega) refers to the proportion of explained variance in the scale score attributed to the global and the specific factors. Ωh from 0.86 to 0.94) indicate that the variance is largely explained by the general and the specific factors. However, the omega hierarchical values were much smaller in specific factors (ranging from 0.09 to 0.58), indicating that the contribution of specific factors to the total variance is much smaller than the general factor's. Therefore, much of the variance of each specific score is explained largely by the general factor, and only moderately or slightly by the specific factors. The Melodramatic/emotional elements factor yielded the weakest contribution, whereas Arousing/sexually titillating, A female-oriented romantic/erotic genre, Art and aesthetics, and Identification/self-analysis factors provided the largest contribution.
Testing measurement invariance across gender and sexual orientation
Results of the measurement invariance analysis based on the bi-factor model are presented in Table 3 . Baseline models for male and female participants indicated a good fit to the data. When parameters were constrained, changes in fit indices were observed. With regard to gender invariance, fit indices for the configural model demonstrated an acceptable fit to the data ( Subsequently, a scalar model was estimated, resulting in a negligible change in the fit indices (ΔCFI = -0.004, ΔTLI = 0.005, ΔRMSEA = -0.004). Therefore, measurement invariance was demonstrated based on gender, indicating that group comparisons across gender are meaningful when discussing yaoi viewing/reading motives. Measurement invariance was also tested with regard to sexual orientation. Again, fit indices for the configural model had an acceptable fit to the data (χ 2 = 2171.7; df = 806; p < 0.001;
Fig 1. Schematic representation of the bi-factor model of the Yaoi Consumption Motives Questionnaire (YCMQ).
Psychometric properties of the bi-factor model are presented in Table 2 . 
Multiple indicator multiple cause model (MIMIC) on demographics and yaoi consumption motives
The effect of gender, age, and sexual orientation on yaoi viewing/reading motives was investigated by adding three exogenous observed variables (i.e., gender, age, and sexual orientation) to the bi-factor CFA model. This complemented model had a good fit to the data ( Table 4 . With regard to gender differences, female participants scored higher than male participants on the general motive along with one specific yaoi viewing/reading motive dimension: A female-oriented romantic/erotic genre (β = 0.38; p < 0.001). By contrast, male participants yielded higher scores than female participants on three specific factors: Identification/selfanalysis (β = -0.41; p < 0.001), Pure escapism/lack of reality (β = -0.18; p = 0.03) and Arousing/sexually titillating (β = -0.12; p = 0.01). Only one motivational dimension showed a weak, negative association with age: Melodramatic/ emotional elements (β = -0.26; p = 0.001), indicating that this motive decreases with increasing age. Non-heterosexuals scored higher than heterosexuals on all yaoi viewing/reading motives except for A female-oriented romantic/ erotic genre (β = -0.08; p = 0.19) and the general motive dimension (β = 0.07; p = 0.11).
Discussion
The present study investigated the motives behind yaoi media consumption. Based on the qualitative survey of Pagliassotti [13] , a comprehensive, ten-factor model was tested to identify and operationalize a range of yaoi viewing/reading motives. Although confirmatory factor analysis supported the proposed ten-factor model, two latent motives were merged into one single factor due to their extremely high correlation (above 0.9). Therefore, the nine dimensions were the following: "Pure" love without gender & pro-gay attitude, Identification/selfanalysis, Melodramatic/emotional elements, Dislike for standard romances/shoujo, A femaleoriented romantic/erotic genre, Pure escapism/lack of reality, Art and aesthetics, Pure entertainment, and Arousing/sexually titillating. Due to several highly correlated factors, two higher-order models were also tested: a second-order model with one second-order factor and a bi-factor model that specified both a general factor and nine specific factors. The second-order factor in the background of the original factors may indicate a general preference for the yaoi genre. More specifically, fans of this genre may tend to indicate high levels of motivation in general as a result of their dedication to the genre. Both higher-order models had acceptable fit with the bi-factor model yielding the closest fit to the data. Therefore, the bi-factor structure was retained and used in subsequent analyses.
The Yaoi Consumption Motives Questionnaire (YCMQ) with its nine motivational dimensions allows for the identification, description, and operationalization of a considerably comprehensive motivational profile of the yaoi genre consumer. Furthermore, the YCMQ demonstrated strong psychometric properties in terms of factor structure, reliability, and measurement invariance.
Furthermore, the application of a bi-factor model allowed for the estimation of the role of a general factor alongside with relevant specific factors that represent each motive dimension. The variance in scores of each motive factor is explained largely by a general motive factor, with the exception of some factors in which specific factors also had relevant contribution. According to this, the most important specific factors are Arousing/sexually titillating, Art and aesthetics, A female-oriented romantic/erotic genre, and Identification/self-analysis. In addition, the factors of "Pure" love without gender & pro-gay attitude, Dislike for standard romances/shoujo, Pure escapism/lack of reality, and Pure entertainment still explained around 20% of the variance out of the specific factor scores besides the general motivational factor. However, Melodramatic/emotional elements factor score largely reflects the general motive factor. The general score of all items could be a reliable reflection of a general positive attitude towards this genre. Future research should pay attention to the implication of these findings when applying this scale for the assessment of a general positive attitude towards yaoi as well as each specific motive dimension related to this genre. The motive dimensions of Arousing/sexually titillating and Art and aesthetics represented a considerable proportion of variance in the present study, suggesting that the most attractive features of yaoi media for yaoi viewers/readers are their sexual content and their aesthetic portrayal of characters and sexuality. These motives were noted in early studies by Mizoguchi [2] and Thorn [4] , as well as in more recent studies [14, 18] , further confirming the special importance these aspects of yaoi media hold for their viewers/ readers. Furthermore, male viewers/ readers yielded higher scores than females in the Arousing/sexually titillating motive dimension. This result is in line with previous studies that found men having higher motivation to seek sexual content on the Internet than women [38, 39] .
In addition, A female-oriented romantic/erotic genre and Identification/self-analysis were found to be important motive dimensions in the assessment. A female-oriented romantic/ erotic genre was especially important to the female survey participants supporting previous qualitative research indicating that yaoi consumers find that it offers a means of avoiding or negotiating the gender stereotypes [18, 19] , or patriarchal messages [5, 14, 24] that may occur in other forms of romantic narrative. In a similar vein, female yaoi viewers/readers scored higher than male consumers on the general motive for yaoi consumption, indicating that female consumers may find yaoi media more inspiring, entertaining and close to their preferences than male consumers, and hence may be more motivated to view/read yaoi materials due to the female-oriented nature of this genre [1] . By contrast, male yaoi enthusiasts yielded higher scores on the Identification/ self-analysis and Pure escapism/lack of reality motive factors. Male participants' higher score on the Identification/self-analysis dimension supports previous qualitative studies analyzing heterosexual and gay male readers [13, [16] [17] [18] , who may seek in yaoi representations of men like themselves-no matter how unreal the narratives about their romantic lives may be-or a temporary escape from demanding masculine genderrole expectations.
In addition, Dislike for standard romances/shoujo, Pure escapism/lack of reality, and Pure "love" without gender & pro-gay attitude factors appeared to be important motive dimensions. It is also notable that non-heterosexual respondents to this survey scored higher than heterosexual respondents on all motive dimensions except for A female-oriented romantic/erotic genre. A cross-cultural study involving 25 European countries revealed that the highest perceived lesbian, gay and bisexual (LGB) acceptance was observed in Denmark, Netherlands and Sweden, whereas the lowest level of acceptance was reported in Ukraine and the Russian Federation. Hungary was the 19 th most accepting country of the 25 European countries [40] , reflecting a relatively low level of acceptance. This culture-specific characteristic may explain why heterosexual Hungarian yaoi enthusiasts seem to prefer yaoi's sexual and aesthetic aspects over its perceived or actual pro-gay messages, but non-heterosexual readers scored comparatively higher on it. It is possible that non-heterosexual viewers identify with yaoi characters more easily than heterosexuals and consume yaoi to resist or temporarily escape a heterosexist culture. The Pure entertainment dimension suggests that yaoi serves a function consistent with that of other media; that is, the entertaining and relaxing aspects of media consumption also appeared in studies exploring the motives for using mass media (e.g., television viewing) and interactive media (e.g., online gaming) [41, 42] .
The Melodramatic/emotional elements dimension of yaoi was found to be relatively unimportant. This is somewhat surprising, given previous research in the U.S. suggesting that the slow but consistent development of a romantic relationship is an important part of yaoi's draw for many readers [19] . Further research seems necessary to determine whether this may be a culturally specific difference. The Melodramatic/emotional elements dimension was also weakly negatively associated with age, indicating that older yaoi consumers are less likely to view/read yaoi for its portrayal of intense emotions. One possible explanation for this finding could be that younger yaoi consumers have higher levels of sensation-seeking compared to older consumers, as was proposed by Vettehen and Nuijten [43] in relation to motivations for viewing television news stories.
The results of the present study demonstrated measurement invariance across gender and sexual orientation, indicating that group comparisons between male and female or heterosexual and non-heterosexual yaoi viewers/readers with regard to their yaoi media consumption motives are meaningful, since no substantial differences were observed either in the factor structure, factor loadings or the intercepts between male and female or heterosexual and homosexual participants.
In summary, the present study provides a more nuanced picture of the motives underlying yaoi media consumption and offers a comprehensive, multidimensional instrument to assess them in a reliable way. However, this study has some limitations that should be considered for future research. First, the present sample is not representative of the population of yaoi media consumers, so the results of this study may not be generalizable to all yaoi viewers/readers. Furthermore, this model has been developed primarily within a Hungarian and U.S. context and therefore reflects values and behaviors that may be particular to those cultures. Further expansion of this model by researchers in other countries who can take into account motivations that might not have arisen in this model's initial development is highly desirable.
Second, the convergent and divergent validity and test-retest reliability of the developed assessment instrument should also be examined in future research. Finally, due to the large variety of yaoi media forms (e.g., anime, manga, and video games), certain items of the YCMQ may not be applicable to all forms of yaoi media consumption (e.g., some items of the Art and aesthetics to drama CDs). However, the primary aim of the development of the YCMQ was to create an assessment instrument that assesses motives for consuming yaoi content in a wide range of related media.
Despite these limitations, the findings of present study support previous qualitative research on yaoi consumption and provide researchers with a basis for further quantitative research on yaoi media consumption motives. The Yaoi Consumption Motives Questionnaire (YCMQ) demonstrates strong psychometric properties and proves to be an adequate assessment instrument to assess the considerably full range of yaoi media consumption motives. Validation: Orsolya Király.
